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In recent years, the rapid development of network technology and the wide 
application of Internet technology for the development of e-commerce provide a 
broad platform. The academic community has set off a wave of a study of customer 
behavior in a virtual network environment. Being in a physical store, the store image, 
the relationship between customer satisfaction and customer loyalty has been 
generally recognized, but in a virtual environment, these theoretical results with 
applicability remains to be studied, therefore, the paper, based on network 
environment, to study the relationship between the online store image and customer 
loyalty. 
Through theoretical reviews, in-depth interviews and pre-test, this paper has 
determined the basic dimensions of online-store image: safety image, webpage image, 
service image, product image and convenient image, has developed 18 measurement 
items, based on this, the paper proposed network of store image and customer 
satisfaction, customer loyalty and the relevant hypothesis model. According to the 
purpose of this study, 266 study data were collected through questionnaires, and then 
to use SPSS18.0 for factor analysis, correlation analysis and regression analysis, 
reached the following conclusions: 
(1) Online-store image has a positive impact on customer satisfaction.  
(2) In the virtual environment of the network, customer satisfaction and customer 
loyalty have a significant positive relationship. 
(3) Online-store image on the customer loyalty have a positive effect. 
(4)Customer satisfaction plays an intermediary role between the online-store 
image and customer loyalty. 
(5)The relationship between safety image,web image,service image, product 
image and customer satisfaction are regulatied by the types of goods. 
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特别是近几年的发展尤为迅速。2012 年 1 月 16 日，中国互联网络信息中心
（CNNIC）在北京发布了《第 29 次中国互联网络发展状况统计报告》，该报告
显示去年底，我国网民数量已经突破 5 亿大关。我国互联网普及率也有较大程度
的提升，较 2010 年底提升 4 个百分点，达到 38.3%；中国网民数量进入平稳发
展阶段[1]。 
另外，中国电子商务研究中心发布的《2010 年度中国电子商务市场数据监
测报告》显示，截止到 2011 年 6 月为止，网络零售市场交易规模达到了 3492
亿元，同比增长 74.6%。国内的 B2C，C2C 与其它电子商务模式企业的数量已经
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